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As the internet techniques become more and more sophisticated and refined, the 
web advertising which depends on the internet as the medium also jump into vigorous 
development. As a new way of advertising, internet advertising has penetrated into 
people's daily life and has increasing influence. At present, numerous commercial 
clients have launched unique advertisement service; network advertisement has 
become the main source of website profit and weapons for advertisers to attract 
consumers and build brands. However, many striking problems have appeared in the 
process of web advertising development. The current research of internet advertising 
critics focus on the authenticity of advertising content, anonymity of information 
communication, advertising ethics and advertising effectiveness, etc. But the 
academic studies are decentralized and lack of system construction. We believe that 
advertising critical theory needs to be perfected from branch point. This paper 
proposes the advertising criticism theory applied to network advertising research 
because of the urgency and necessity of it. 
There are many differences between web advertising and traditional advertising: 
web advertising can quietly penetrate into the network life; it can interact with people 
through internet networking and imperceptibly influence users’ ideology and value. 
Based on the disparities and contact between web advertising and traditional 
advertising, taking advertising criticism theory as guide, the web advertising criticism 
meant to deepen the advertisement criticism research. The construction advertising 
criticism system is a long process which needs academic accumulation. 
This paper tries to put forward the idea of "constructing web advertising criticism 
system" and applies the advertisement critical theory to the field of network 
advertising. Then we made some perfection of this theory according to the network 
advertisement special environment. 
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年 7 月 24 日中国互联网络信息中心在北京发布的《第 22 次中国互联网络发展状
况统计报告》，截至 2008 年 6 月底，我国网民数量达到了 2.53 亿[1]，首次大幅
度超过美国，网民规模跃居世界第一位。毫无疑问，互联网已经成为我国主流媒
体。2011 年 1 月 19 日，中国互联网络信息中心发布了《第 27 次中国互联网络
发展状况统计报告》，截至 2010 年 12 月底，我国网民规模达到 4.57 亿，较 2009









自 1994 年 10 月美国热线网站发布了互联网第一例网络广告以来[3]，网络广
告的表达形式、传播技术及受众规模等都有了很大程度的提高。网络广告将文字、
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